THE  REGENERATION OF   BRITAIN

"In common with an increasing number of the general
public we have reached a saturation point at which the high-
pitched scream of consumer selling is no more than sheer
noise. We think that there are other things more worth using
our skill and experience on. There are signs for streets and
buildings, books and periodicals, catalogues, instructional
manuals, industrial photography, educational films, television
features, scientific and industrial publications and all the other
media through which we promote our trade, our education,
our culture and our greater awareness of the world,

"We do not advocate the abolition of high pressure con-
sumer advertising : this is not feasible. Nor do we want to take
any of the fun out of life. But we are proposing a reversal of
priorities in favour of the more useful and more lasting forms
of communication. We hope that our society will tire of gim-
mick merchants, status salesmen and hidden persuaders, and
that the prior call on our skills will be for worth-while pur-
poses. With this in mind, we propose to share our experience
and opinions, and to make them available to colleagues,
students, and others who may be interested."

It all began last month when Ken Garland, a former art
editor of Design magazine, read out the first draft, at a
crowded forum held at the Institute of Contemporary Arts. It
was received with such enthusiasm that it was circulated and
signed by a widdy representative group of 22 young designers,
photographers, artists and typographers. The youngest is
barely out of his teens; the oldest, Edward Wright, now in his
forties, is the head of the Graphics Department at the Chelsea
School of Art.

The responsibility for the waste of talent which they have
so vehemently denounced is one we must all share. The
evidence for it is all around us in the ugliness with which
we have to five. It could so easily be replaced if only we
consciously decided as a community to engage some of the
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